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I, William J. Tobin, declare that: 

1 . I am the sole inventor of the invention defined by the claims pending 

in the above-identified application. 

2. I am the chairman and founder of Internet Commerce Consultants, 
LLC ("ICC"), which provides consulting services to companies involved in e-commerce on 
the Internet and assists them with developing their own web sites including building co- 
branded platforms, business models and programs for marketing partner relationships. 

3. In 1989, 1 co-founded PC Flowers, Inc. and began purveying floral and 
balloon products over the Prodigy network, a PC-based on-line network developed and 

launched by IBM and Sears. 

4. In 1992, I was elected Entrepreneur of the Year by Inc. Magazine in 

recognition of my work as an e-commerce pioneer with PC Flowers, Inc. 

5. In 1994, 1 founded PC Flowers & Gifts ("PCF&G") and expanded the 
traditional event-driven floral and balloon business to include other event-driven gift 
products, such as gift baskets, gourmet foods, and the like. PCF&G initially launched its 
products and services on the Prodigy Network. 
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6. At about the time I launched the PCF&G web site, the customary way 
for companies desiring to conduct e-commerce business, acquire repeat customers and 
achieve broad exposure and presence on Prodigy, and later the Internet, was through paid 
banner advertising. These companies had to enlist the aid of traditional portals, such as 
Prodigy, Yahoo, Excite, CompuServe or AOL, and make advertising deals, whereby a given 
portal site would display an advertising banner at various locations on their web sites. 

7. This marketing and advertising scheme was not economically feasible 
for many businesses. The portals often required a sizable amount of money for advertising 
space, especially when the portals reached a critical mass of users. Also, the portal would not 
always want to display a company's banner on the portal's home page, and would sometimes 
place the banner on the second, third or latter pages, thus diminishing the value of the banner 
ad altogether. The portals tended not to guarantee any level of success, thus placing the 
financial risk of the advertising's effectiveness completely on the advertiser. 

8. In response to this deficiency in the e-commerce paradigm of 
marketing and advertising, I conceived of the invention claimed in the above-identified 
application. 

9. In 1996, 1 launched a renowned marketing and advertising system and 
method based on my invention. This web site generated customized web pages that showed 
both the brand of the co-branding partner's web site and the PCF&G web site devoted to the 
sale of flowers and other products. PCF&G kept track of the customer's use of the PCF&G 
co-branded web site in order to report the results back to the co-branding partner. This 
concept became the foundation of the marketing and advertising service provided by 
PCF&G. 

10. This system and method benefited the partner because, among other 
things, it enabled participating partners' web sites to establish an electronic commerce 
paradigm as part of their site by displaying their brand to the user even when the user viewed 
PCF&G's content on the site maintained and operated by PCF&G. It also gave the partner 
this e-commerce presence without the necessity of building or maintaining an e-commerce 
platform. This was particularly advantageous to the partners because of the then-current 
difficulties associated with handling secure credit card transactions. 

11. It benefited companies like PCF&G because, by displaying the brand 
of both PCF&G and the partner, it capitalized on the consumer's existing familiarity with the 
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brand of one Internet web site (the partner) to sell the products or services associated with 

another (PCF&G). 

12. Thus, by displaying the brands of both companies, the invention 

benefits both partners and companies such as PCF&G alike by taking advantage of the 
consumer's familiarity with the partner's position in the marketplace and the consumer's trust 
in the partner's brand name. 

13. Moreover, the invention allowed the equitable distribution of the 
financial risks and incentives of electronic advertising. By tracking the sales of PCF&G's 
products and services and reporting the results back to the partner, the partner was made 
aware of the value - or lack thereof - of its advertising services. If the partner was 
provided with sales commissions in exchange for the partner advertising PCF&G flower and 
gift services, the partner had the additional and strong incentive to keep PCF&G's banner 
prominently located on the home page and in key locations throughout its web site. 

14. My invention accordingly addressed the disadvantages of the then- 
current advertising model where the more affluent competitors, such as 1-800-FLOWERS or 
the like, could pay millions of upfront dollars to be the most prominent or exclusive merchant 
for goods in their category on the most important web sites. With my invention, the only 
substantial cost was the development of the co-branded web site (which was already scalable 
to easily add other brands of new partners) and commissions (or the like) on actual sales. 
Thus, my invention permitted small and mid-sized companies to compete with the large and 
well-funded companies in e-commerce, and reach the public via the web in an extremely 

cost-efficient manner. 

15. In addition, because the web page and branding was generated in 

response to the user's request based on pre-stored brands, it allowed co-branding on a level so 
scalable that a relatively unlimited number of partners could be accommodated with 
relatively little increase in allocated resources. 

16. Indeed, by 1999, PCF&G provided co-branded floral and gift services 
to over 1,000 co-branded sites, including NBC, CBS, AT&T, Citibank, BellSouth, Merrill 
Lynch, Yahoo and MindSpring (now owned by EarthLink). More partners were added 
thereafter. Exhibit A attached to this Declaration contains a list of 2,000 companies which 
were co-branding marketing partners with PCF&G. 



• un • 09/77^75 Docket No. TOBINB 3.0-001 CIP 

Application No.. 09/27 V* 

17 The relationship between the success of PCF&G and my invention was 
me morialized years ago in PCF&G's May 10, 1999 Form S-l filing with the Securities and 
Exchange Commission. (Exhibit C.) For example, the eight paragraph of page 4 of the Form 
S 1 notes that the web site reaches customers through "over 1,000 co-branded sites." The S-l 
also listed material aspects upon which PCF&G depended, and one of those aspects was 
"[w]e depend on co-branding relationships for more than half of our revenue. Our business 
would be materially and adversely affected if we cannot maintain our co-branding 
relationships." Id at 1 1 (eighth paragraph). In fact, the S-l filing stated that PCF&G denved 
more than half of revenue from more than 1,000 websites of its co-branded partners. Id. 

18. The commercial success and rapid marketplace embracement of the 
invention is also evidenced not only by the sheer number of partners, but also PCF&G's 
revenues and market share. PCF&G became" the third largest purveyor of flowers on the 
IntemeV behind only 1-800-Flowers and FTD, both of whom utilized the traditional 
methodology of advertising and had enormous advertising and operation budgets compared 
to PCF&G. By using my system, PCF&G established significant marketing and advertising 
presence by spending a comparatively small fraction of its revenues on advertising. Indeed, 
the S-l filing noted that "many retailers rely heavily on costly agreements with Internet portal 
providers to promote their brands," id. at 34 (twelfth full paragraph). One of PCF&G's 
strategic responses was to use my co-branding technology "to continuously attract and 
acquire new customers without significant investments in advertising and marketing." Id. at 
37 (first full paragraph). "Through our co-branding service, our co-branded partners can offer 
their site visitors a customized flower and gift service while maintaining their own brand 
identity." Id. 

19. In the first three months on 1999 alone, PCF&G net sales already 
exceeded $1 million dollars. It is my recollection that PCF&G was valued at more than $100 
million at the time of the S-l filing. "^e.- 

20. As the above illustrates, my invention was very important to PCF&O s 
entire business and its success and shows the value of the license from me to PCF&G as 
described at page 41, last paragraph, of the S-l Filing. Thus, this license further illustrates 
the commercial success of the underlying invention. 

21 PCF&G's success in e-commerce due to this new paradigm did not go 
unnoticed. Numerous industry publications and associations named the company as one of 
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' the most successful interactive service providers in the United States. For example, the 
company received the Editor's Choice Award, from Looksmart, Outstanding Website Award 
from \webCrwler, Seal of Excellence Award from Web .Select Team, The Outstanding 
WebAward for 1 998 from The Web Marketing Association, and Best in Gift Category and 

Best in Flower Category from Lycos. 

22. My system was also licensed to others, including Fingerhut. At the 
time Fingerhut was one of the largest catalog retail shopping companies in the world. 

23 I do not recall ever viewing any other e-commerce company utilizing 
the features of my system until after I invented it. In fact, until I introduced my system, on- 
line retailers had long needed a means to more efficiently conduct transactions among portals, 
ma ior websites and e-commerce merchants, other than paying advertising fees and upfront 
fees to place banner ads on portals such as Prodigy and AOL or Internet web sites, where all 
the risk success was on the shoulders of the e-commerce merchant and not the referring site. 

My invention met this need. 

24. In fact, the commercial success of my invention is evidenced by the 
fact that many of today's most popular and successful on-line retailers on the Internet 
continue to use my invention. For example, as shown in Exhibit B, AOL uses the invention 
to provide "electronic wallet" services, whereby a web page is generated to show both the 
brand of the referring web site (such as Mac/s and OfficeMax) and AOL's brand. The user, 
along with the information "electronic wallet" information he or her pre-stored at AOL, is 
then sent back to the referring web site. 

25.1 hereby declare that all statements made herein of my own knowledge 
are true and that all statements made on information and belief are believed to be true; and 
further that these statements were made with the knowledge that willful false statements and 
the like so made are punishable by fine or imprisonment, or both, under Section 1001 of Title 
18 of the United States Code and that any such willful false statements may jeopardize the 
validity of the present patent application or any patent issuing thereon. 

Dated: Jl/l^ i^fc^^^ 

William J. Tobin 
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DETAILED ACTION 



1 . This action is responsive to the following communications: amendment and RCE 
filed on July 7, 2003. 

2. In the amendment claims 57-66 are added. Accordingly, claims 48-66 are 
pending. Claims 48 and 57 are independent claims. 

Claim Rejections - 35 U.S.C. § 103 

3. The following is a quotation of 35 U.S.C. 103(a) which forms the basis for all 
obviousness rejections set forth in this Office action: 

(a) A patent may not be obtained though the invention is not identically disclosed 
or described as set forth in section 1 02 of this title, if the differences between the 
subject matter sought to be patented and the prior art are such that the subject 
matter as a whole would have been obvious at the time the invention was made 
to a person having ordinary skill in the art to which said subject matter pertains. 
Patentability shall not be negatived by the manner in which the invention was 



made. 
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4. Claims 48-66 are rejected under 35 U.S.C. 103(a) as being unpatentable over 
Graber et al, US 5,812,769 A, in view of Nee , S., "Greetings for all seasons: Part two," 
Sales & Marketing Management, vol. 146 No. 10, pp. 139-152, 09/1994 and 
Coddinqton , "WhoWhere? announces Version 2.0 of internet directory assistance 
service", Business Wire] New York; April 30, 1996. 

Per independent claim 48, A method of providing text, graphics or sounds via a 
network, the network having different first, second and third locations on the network, 
the method comprising: 

storing first and second brand ("identity of the first WWW site" — col. 3, lines 40- 
43; co-marketer #1-#3, 122a-c — FIG. 1) such that the first identity is associated with a 
first entity operating the first location and the second identity is associated with a 
second entity operating the second location ("co-marketer symbol or code which can be 
recognized by OLS 140 whenever the user of user station 102 connects to OLS 140" — 
col. 5, lines 2-7) ; 

storing page information including text, graphics or sounds relating to products or 
services and the brand of the entity providing the products or services (implicit in CM1, 
CM2, & CM 3, elements 504, 506, and 508— FIG. 5, and by the observation that in at 
least one embodiment, "a destination web page is determined for the user, and a 
revised destination web page is formed by inserting a second code representative 
of the identity of the first WWW site into at least one selected web page link 
associated with the destination web page. The revised destination web page is then 
transmitted to the use? — col. 3, lines 43-47).; 

receiving a request from a user, via the network, for the page information 
associated with the third location (Thus, the redirected, cgi program accepts as 
arguments the current URL of the user {e.g., URL 514}, and a destination URL 
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representing the location to which the user desires to move {e.g., URL 518}" — col. 1 1 , 
lines 24-30), the location of the third location being provided to the user by a referring 
location ("co-marketer"col. 5, lines 1-12), the referring location being the first or second 
location (implicit): 

transmitting the page to the user ("home page at web site 128" — col. 9, line 63); 

and 

transmitting, to the first or second entity depending upon the referring location, 
information relating to the user's transaction or order for the products or services ( " 
Each record 480 also contains a field 494 representing the number of users that were 
directed to OLS by the co-marketer during the previous month." — col. 9, lines 50-55). 

Graber discloses each and every element of the claim except: 
based on the referring location and after receiving the request from the user, generating 
a page displaying the first or second brand depending upon the referring location, the 
brand of the entity providing the products or services, and the page information. It 
implies that there is information regarding the referring partner, however, it is unclear 
whether is constitutes a brand ( "revised destination web page is formed by inserting 
a second code representative of the identity of the first WWW site into at least 
one selected web page link associated with the destination web page. The 
revised destination web page is then transmitted to the user" 1 — col. 3, lines 43-47). 

However, it is clear that a customized web page is generated in an embodiment 
of Graber (FIG. 3, link string 310b). 

Nee , on the other hand, discloses the notoriously well known method of 
customizing a catalogue for a corporate client (See page 2, rubric "customizing - not a 
custom design", and page 3, rubric "Gift certificates"). 
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It would have been obvious to a Person Having Ordinary Skill In The Art, i.e., 
PHOSITA at the time of the invention to customize the web site of Graber , for a 
corporate client, e.g., by creating a custom catalogue with company logo as described 
by Nee , in order to provide a customized incentive program for "co-marketers" that were 
also business associates as described by Nee for instituting employee incentive 
programs and the like as suggested by the customized catalogues of Nee . 

However, the prior of Graber and Nee does not appear to explicitly teach that the 
technology is used for "co-branding" and that the destination site is where the display of 
the "co-brands" (i.e., both brands of the referrer and the destination merchant) is 
provided. Nevertheless, this feature is taught by the prior art article by Coddington. 
Coddington teaches that "the creators of the largest Internet directory of email 
addresses" (see Abstract), called "WhoWhere?" with which the "partner's will provide 
co-branded web pages and share advertising revenues." On page 2 of the print out 
copy, Coddington points out that WhoWhere? provides "hotlink to partners web sites" 
such as BigBook, American Business Information, and Quote.com, and then the 
"partner's will provide co-branded Web pages." Since Coddington explicitly points out 
that the hotlinks are to the partners sites (and not to its internal content), it is clear that 
the co-branded pages are created at the partner's sites. Even if it were not the case, it 
would have been obvious to a person of ordinary skill in the art at the time the invention 
was made to have envisaged that the partner's provided the co-branded web pages 
from the Coddington's article. Therefore, it would have been obvious to a person of 
ordinary skill in the art at the time the invention was made to have used the Graber and 
Nee's co-marketing technology for the "co-branding" marketing scheme as taught by 
Coddington, since a person of ordinary skill would have appreciated that Coddington's 
feature would generate additional revenue through the co-branded web pages. 



Application/Control Number: 09/271,675 
Art Unit: 2178 



Page 6 



Per dependent claim 49; Graber further discloses claimed client and server 
computers and wherein servers are disposed at the first, second and third locations and 
a client computer is used by the user (WWW-Abstract of Graber ). 

Per dependent claim 50; Graber further discloses wherein the network is the 
INTERNET (WWW-Abstract) 

Per dependent claim 51 ; Graber further discloses claimed hypertext link (col. 10, 
lines 13-25). 

Per dependent claim 52-53; Graber further discloses claimed network addresses, 
and URLs (/.e., current URL, col 3, lines 27-32 et seq.). 

Per dependent claim 54, claimed "domain names", are implicit in Graber . and 
thus in Graber et al, because the servers are located anywhere on the INTERNET, and 
claimed multiple domain names were thus implicit in the recitation of the INTERNET 
and URLS as described. 

Per dependent claim 55 and 56; Graber lacks a complete description of 
customizing the products and services to be displayed, although it is implied by the 
customization shown in FIG. 3. It is also suggested by col. 10, lines 25-37. Nee , on the 
other hand, demonstrates customized catalogues for corporate incentive programs. It 
would have been obvious to PHOSITA at the time of the invention to combine the 
customized catalogue of Nee with the hyperlink referring program of Graber , in order to 
provided customized catalogues for specific corporations as incentives to employees as 
was known in the art, and to thus automate this process and provide more effective 
catalogue distribution. Per in accordance with "stored requirements" this would have 
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been implicit in Nee's customized catalogues, because it would have been necessary to 
store the requirements for a given company. Therefore the method and motivation for 
combination are identical as set forth, supra. 

Claims 57-66 recite limitations that are substantially disclosed in claims 48-56, 
and are similarly rejected. 



Response to Arguments 

5. Applicant's arguments filed July 7, 2003 have been fully considered but they are 

not persuasive. 

On page 6, in the first paragraph, Applicant explains that the IDS submitted is to 
formally cite the prior art that were introduced in the parent application. The statement is 
acknowledged with appreciation. 

On the same page of the argument, Applicant argues the substance of the 

rejections under the prior art combination that includes Graber, Nee and Coddington 

references. Specifically, with respect to the teaching of Coddington, Applicant argues: 

Coddington similarly fails to teach the claimed invention. Coddington 
teaches nothing more than the fact that a web page can have two different 
brands on it. There is nothing whatsoever in Coddington - or Graber or Nee for 
that matter - that teaches storing a plurality of brands and then, after a request is 
received, generating a page displaying the brand of the referrer, the brand of the 
destination, and the products and services of the destination. This provides many 
advantages, including allowing a relatively small company to obtain the benefit of 
the track record and reputation of many larger companies by maximizing the 
value of the known brand, and larger companies by maximizing the value of the 
known brand, and doing so in a manner such that web pages can be generated 
automatically as needed, without having a separate prestored page for every co- 
brand relationship. These steps are completely missing from all of these 
references, let along Coddington. Indeed, applicant has added another set of 
claims which focuses on these steps of the invention and omits transmitting 
tracking information. 
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Examiner disagrees with the arguments. Before addressing each argument, it is first 
noted that Applicant concedes that Coddington does provide a "co-branded" web page, 
i.e., that the web page provided by more than one "brands." Applicant then argues that 
Coddington does not disclose "storing a plurality of brands." This argument is not 
persuasive. Although Coddington may not explicitly disclose the storage, it is inherently 
shown, as it was by definition in the computer art that any content presented on displays 
(in this case in a web page) must be stored in some form of memory. Secondly, 
Applicant asserts that Coddington does not disclose "generating a page displaying the 
brand of the referrer, the brand of the destination, and the products and services of the 
destination." This again is not persuasive. As explained in the rejection above, 
Coddington explicitly states that WhoWhere? Inc. provides the internet directory service 
(in Abstract, line 1, "...the largest Internet Directory..."). Therefore, since one of the "Co- 
brands" is WhoWhere? -and the other is one of "Swichboard, BigBook, American 
Business Information (ABI), and Quote.com (see Abstract), Coddington clearly teaches 
that the service of one of the destination includes the product or service being provided. 
Coddington also teaches the concept of "benefit of the track record and reputation of 
many larger companies by maximizing the value of the known brand" - since 
"Quote.com", "BigBook", etc., were very well known brands, and Coddington teaches 
that partnering with them in "co-branding" to reach out to more customers. 



' Application/Control Number: 09/271,675 
'Art Unit: 2178 



Page 9 



Conclusion 

6. Any inquiry concerning this communication or earlier communications from the 
examiner should be directed to Steve Hong whose telephone number is (703) 
308-5465. The examiner can normally be reached on Monday-Friday from 8:00 AM- 
5:30 PM. 

If attempts to reach the examiner by telephone are unsuccessful, the examiner's 
supervisor, Heather Herndon, can be reached on (703) 308-5186. 

Any inquiry of a general nature or relating to the status of this application should 
be directed to the Group receptionist whose telephone number is (703) 305-3900. 

Any response to this action should be mailed to: 

Commissioner of Patents and Trademarks 

Washington, D.C. 20231 
or faxed to: 

After-final (703) 746-7238 

Official (703) 746-7239 

Non-Official/Draft (703) 746-7240 
Hand-delivered responses should be brought to Crystal Park II, 2121 
Crystal Drive, Arlington. VA M Sixth Floor (Receptionist). 




Primary Examiner 
October 4, 2003 
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to A^Bniklyn Union Gas transforms from a monopoly to a mar- 
turning technicians into salespeople. «y ww i-. iwyw 

(EEca The Price to Pay n 

oTsettine prices can be as much fun as root canal. Thankfully, 
we've uncovered five secrets to help sales managers master this 
^taSg chore. By Mehssa CampaueU, 
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rnfi Rock videos and role play; mayhem and motivation The 
m Southwestern Company ha's reinvented training and called it 
^lesSchool. And there's nowhere else like it. By Gmgcr Trumfio 
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With the introduction of a sales automation program, Pitney 
*' Bowes is basing its sales managers' compensation— and jot> 
.s^urityUn computer proficiency. By Thayer C Taylor. 
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t23 How do you attract and ke«p top performers? One way: a well- 
designed compensation plan. 
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p ^mrrrna put Your Skills to the Test 

132 Part 6 of our Sales Manager's Challenge tests your ability to 
motivate your sales force. . • ^ 

Mnna . to Give or Not to Give 

f 36 How to select the most appropriate holiday gifts for customers, 
• - >d Tgive. without giving too much. . By Fiona Gtob 

Greeting for All Seasons 

• 139 A handy guide ^selecting just the right gift for e .favorite ; cus- 
. tomer or salesperson. By Shannon nee 



Prospects 

The King of Swing 

A few of the editors at Sates & Mnrkelinx Management talk a pretty 
cood eame of golf. Problem is, we don't play a very good gante. 
But while visiting our office last spring, Barry Farber heard our 
coif babble— and, li ke the good salesman he is, his cars perked. 
<-Wpv Kines " Barry said to us (he calls everyone "King/' by the way), 
~«™Zk I dice wu euys sure know how to hit 'em. Love to play golf with you 
™ toe Cton't|et to play much myself. My scores prove it. Still anytime 
vou want to play, lef 5 do it." We smelled a pigeon. 

£ when Barr* called the next day and offered to host us for a round of golf, 
wVcuickJy accepted, A few days later, on the public links of Passaic. New 
l£J?v we found out just how good a salesman Barry Farber really is. 

AMrti* first tee Barry waited as the three editors took their opening 
driv« One sliced left, another shanked right, and the third nearly blind- 
ed a colfer on the fourth fairway. Then Barry stepped to the tee and— 
irnhnJm Lone and fast and straight and...we were in trouble. 
kaboom. Long * "Hard-driving" sums 

up Barry Farber, a/id 
beginning this month 
he'll bring his fast-paced 
philosophy to our Sales 
Force Management col- 
umn. A sales trainer 
based in Florham Park, 
New Jersey, Farber works 
with such companies as 
AT&T, Schering-Plough, 
and Minolta. Before 
going out on his own, he 
spent 10 years in the 
office-product business, 
selling and managing for 
Monroe, Sharp, and 
Ricoh. Much earlier, as an 
11 -year-old lizard freak, 
he started a reptile museum in his basement— and charged visitors a nickel 

What sales philosophies will he share with S&MM readers? The top man- 
agers are our there in the field with their reps, spending time, with them and 
not evaluating them based' on call reports/' Farber says They also exude an 
enthusiasm that reps can respond to. They have to be passionate." 

Farcer's top tip: never stop working hard. The more activity I'm involved 
in, the more prospecting I do, the more business 1 can walk away from \f 1 
" Hon*t fflce the way the customer does business." 

Obviously, Barry likes to keep busy. In addition to his training work, he is 
the producer of a six-tape selling series called State of the Art Setting, the author 
of Breakthrough Selling, and ouTenfly he is working on five more books. He is 
f *abo trying to keep up with his expanding family. In May, Barry's wife, 
Allison, gave birth to Jordan, who joins his tfiree-yearold sister Hallie- 
With somuch activity, will Barry have time to .work on his chipping and 
- putting— the parts of his game that cost him first place in the S&ltfM /Farber 
bivitational? 1 don't know," he says, "but.how areyou guys at basketbalir 




A Winning Foursome; Qarry Farber "MM Mfr 
Allison, and children Jordan and Halite. 
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Gift Giving 



SELECTING THE RIGHT ITEM 



gift? Although gifts tailored to the 

interests of clients and prospects may 

be real attention-grabbers, most man- 

aeers and ethicists agree that giving 

standard, useful items is a more trou- 
ble-free approach to the holidays. This 

type of gift can be used by almost any- 
one, is. usually inexpensive; and 

reminds the customer of the, most 

important thing— your company. 
Mark Sutherland, vice president ol 

sales and marketing for Camlina Rib- 
bon Corporation in Greensboro. North 

Carolina, agrees. He says the general 

holiday gifts he gives, like portfohos 

and umbrellas bearing the company 

logo, have two purposes— they serve 

the customer, and offer "absolutely 

perfect PR" for his business. "The logo 

reminds them that it's the Carolina 

Ribbon Corporation thanking them. 

and by giving a more general gift, it's 

something * hal everybody can use. 

Sutherland says. 

Sieckman says she also prefers gen- 
eral gifts. "The safety swne appears 

to be on the side of personalized 

business items, or items thqt can be 

shared with other employees," she 

says. However, she suggests a differ- 
ent approach than most: "With 
regard to business items, clients 

appear to be. more receptive to 
monogrammcd gifts that are im- 
printed with their own name or com- 
pany logo. Although most will say 
that a binder op calculator that dis- 
plays your company name will 
remind them of you, the reverse may 
be true — if you personalize an item 
with someone's name, the)' will 
probably remember you even more. 
Research will support that people 
love to see their names in print." 

When done right, gift giving can be 
more than a thank you— it can pave 
the way for successful business rela- 
tions in the future. Sieckman and oth- 
er* managers agree, . citing grateful 

.'phone calls from customers, thank- 

• you letters, and unproved, relations 
with customers and prospects. She _ , v , 

• says, "Giving Kas> on many occasions, that will make a lasting 
solidified my relationship with the impression on reap*- 
tlient's secretary and team." 

.. . For managers like Sieckman. expe- 

'. -Hence' had shown that playing San- 
V'ta^-in moderation— is better than 
--being a Grinch. 



Part Two 




By Shannon Ni.i: 




S a business gift buyer, 
you can cosily stay on the 
safe side of "the line that 
separates gcxxiwill from 
nets of bribery. Just run 
with the 



gift^giving 
pack. , Manufacturers 
and other suppliers offer 
such a reliable stock of 
proper merchandise, and 
$o many ways to appro- 
priately' present it, that 
the intentions of your 
gesture need never be 
called into'question, , 
Stick with the tradi- 
tional categories of gift 
mercha nd ise. Some, 
such as clocks and crys- 
tal, have been ex- 
changed in business 
and industry for a cen- 
tury or more. There are 
a wealth of gift options 



exits without breaking 
the company bank. 
"Many of these gifts are appropriate 
for every person on your list major 
and minor customers, ^ prospects, 



Whether 
you're in the 
holiday spirit 
or just have 
the urge to say 
thanks, here's 
a gu ide to 
picking th e 
right gift for a 

favorite 
customer or 
salesperson. 



salespeople, fellow 'managers, sup- 
port personnel The fact that most of 
the gifts are also "gender neutral," or 
at least appeal equally to men and 
women, adds to their value. 

Gift giving is an art. 
That means it requires 
an innate sense of tim- 



ing, intuition, and 
grace. Gift giving is 
also a personal ges- 
ture. With business 
gifts, however, that 
gesture reflects on 
your company as well 
*s on you. Don't just' 
slip in your business 
card, enclose a hand- 
written gift card.'* 
Don't just casually 
hand over a burnpedr 
around package fcpd 
prospect, present any 
gift from your compa- 
ny with^style, nicely 
4 wrapped. 



Substance arJ Style 

. Presidents/ vice presi- 
dents, general managers, and other 
top brass make most of the business- 
gift buying decisions, both to make 



: s^^l ; M*R^^ 1934 
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sure the company * ^Pj*™* 
and to save money. Standard retail 
Sennit expendiruns range 

Sb to be distributed by jun.or.rnan- 
£2s and executives; at the h.gher 
end, gifts from senior personnel. 

''price points" are always ^"counted 
foT corporate accounts., though/ 
sometimes • minimum or >»»<™"f 

««r«*v>r of purchases have to be 
mad^fore the discount kick. in. To 

companies buy gift* direct ram 
manufacturers; at least port of the 
M which can cut retail pnees by 

offer some degree of discoun include 
incentive reps and adver ising spe- 
ciaitv'distributors, mail^oriier compa- 
nies wholesalers, distributors, incen- 
tive companies, and retail stores 
To save time and energy, most com- 




panies buy in quantity. If you have a 
short gift list or enough time, howev- 
er, you might save money— and make 
a better impression— by researching 
individual tastes and inter- 
ests- A golfer might very 
well appreciate a 
$50 cardigan more 
than a $100 office i 
decoration. 

The busiest 
time of year for 
business gift- 
giving is during _ 
the Christmas 1 
holidays, so orders 
should be placed in 
September to avoid 
rushes 'and errors. Lead re- 
times as short as two weeks are com- 
mon on other occasionsr- conven- 
tions, trade shows, birthdays, compa- 
ny anniversaries, sales activities— 
since they are specific to. industries 
and individuals. Of course, if you're 



ordering custom-molded platters or 
hundreds of custom-made shirts, 
turn-around might take up to two 
months, depending on the supplier 
But it could also take much 
less time because many 
suppliers stake their 
reputation, in part, 
on their speedy 
service. 

Most suppliers 
to the business 
gift industry ser- 
vice their cus- 
f tomers through 
the special mar- 
kets, incentive, or 
.orporate accounts de- 
partment. Some even have 
dedicated corporate gift departments 
or field salespeople who represent 
their product line alone. 
Some special ^services to inquire 

about: "=» ' 

■ mxommirment policy; no min)- 



WITH ERTL COLLECTIBLES, 



fmm l/i'-l I" sMlrnw ii qiianllf ic« Inwas-: 
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m «m or maximum purchase required; 
. certificates good toward a plateau 

of gifts; . , 

■ gift boxing and wrapping, cus 

torn ribbons; 

■ custom giftware molding and 

designs. 
Customizing— not a custom 

design, but your logo or . other 
imprint added to a stock item-is ^n 
important part of gift giving. Putting 
your company imprint on a gift marks 
it as "aU business" and completely 
above board. For prospects or other 
recipients you want to' prod into 
Umbering you. custommng keeps 
your name out there and pnjminent as 
long as you give them something 
they'll use and see regularly. 

On the other hand, customizing may 
not be appropriate for gifts to top cus- 
tomers or other VIP* because it could 
be perceived as inappropriately pro; 
motional given the nature of the busi- 
ngs relationship. If you doubt the wis: 




Casual jackets, such as this warm 
and nigged style from Eddie Bauer, 
are much-appreciated apparel gifts, 
dom of placing a company imprint? in 
plain sight there are ways .to get 
around it by putting it on the bottom, 
on an inside cover, or on the back. 

There are several ways to customize 
business gifts: 

- ■ Apparel manufacturers, or large re- 



tailers with corporate account depart- 
. ments, can supply specially mono- 
^ grammed or even custom-designed 
garments. 
■ Mast publishers of nonhcuon 
^^^k titles have business divisions 
^^^^L for volume purchases; some 
^^^^^ can even customize the cov- 
^^^B ers or edit the contents of 

^^^^L gift books, usually softcover 

^^^F editions. 

■ Watches are more versatile 
than clocks for customizing, their 
faces or casebacks taking medallion 
applications, silkscreening, or engrav- 
ing, but clock manufacturers can cus- 
tomize a dial, face, baseyease, or even 
pendulum, as well as afcrass plate. 
• One of the most pleaW aspects of 
fine giftware is that it its?" 
beautifully to customizatjjm. What is 
more traditional thaa^n engraved, 
crystal bowl, or a silver letter opener 
etched with initials? 
■ Gift certificates' can be imprinted 




■ ', WITH 4^^Hfl^Bfe t-/^0 MATTER WHAT YOUR BUSINESS 

^■■■IHP^ opportunity- The Premiere 
tnoicE Award has the solution. Let our team help w"«™v" 

ReXIBLE AND RESULTS* DRIVEN INCENTIVE PROGRAMS. WlTH UTERALLY 
HUNDREDS Of QUALITY NATIONAL AND LOCAL RETAILERS, OUR 
* COLLECTION LETS ALL YOUR RECIPIENTS SELECT GIFT CERTIFICATES 
. THEY ARE SURE TO LIKE. SO CALL TODAY AND START GETTING PREMIERE 

results with'Premiere Choicb i-8cxV765-GnT 1 
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Dorsey), to sales and management 
software- Also in this category are 
desk diaries, usually embossed with a 
logo to remind the recipient of the giv- 
er every day. 

Other examples: A road atlas from a 
major publisher can be customized 
and distributed lo salespeople who 
cover a lot of overland territory. For 
customers with reception areas, con- 
sider coffee-table books or easyto- 
take trivia subjects (such as Ufes Utile 
Instruction Book). 

Clocks and Watches. Time is a pre- 
cious resource for a businessperson, 
and the gift of a timepiece is a respect- 
ed way to acknowledge that. While 
wrist and pocket watches are some- 
times given as gifts, frequently to com- 
memorate an occasioa clocks are a 
more traditional business gift because 
of their gender neutrality and 
decorative use in the office, 
docks are available in a 
wide range of styles — 
from high-tech metal 
models with lumi- , 
nescent digital re- • 
adouts to mantel 
docks with Roman 
numerals made of 
softly burnished 
woods. Desktop is 
the most popular 
design, for obvious 
reasons,, but gift docks 
_e also available in man- * 
tel, wall, travel pen set, musl- 
in and other styles. 

Collectibles- Sleek model 
automobiles and planes, 
cast-iron novelty banks, and 
baseballs signed by Hall of 
Famers are a few of the fun . 
and- decorative ooflectible 
^ r ; - . items available as gifts- 
desk clock, a classic choice. Sp ^ dal . interest catalogue 

companies and. other specialty mer- 
chants are the source to tap for these 
unusual goods that people can't keep 
their hands off of. gifts mat beg to be dis- 
played discussed and enjoyed. . 

When it comes to trophy value, that . 
quality that makes people want to 
show off a gift hard to match 
licensed sports products, sudi as those 
signed baseballs— or footballs, or bas- 
ketballs, or an embroidered silk racing 
'jacket The dual symbolism of perscm- 



with names and messages to salute the 
occasion. Many retailers and mail- 
order merchants can partially or fully 
customize a catalogue— from the cov- 
er to the merchandise selection— for a 
corporate client. 

■ For a fine writing instrument, keep 
customization low-key— perhaps only a 
subtle mark on the cap of the pen. Pen 
sets, as well as presentation cases, can 
be more boldly customized. 

. Across tbe Spectrum 

The following gift selections are 

perennial favorites with corporate 

buyers because of the classy impres- 
sion th/y make (thai oh-so-important 
"perceked value") at moderate prices. 
They aW also items that can be easily 

i customteed with a corporate imprint 
or personalized with a recipient's 
name or initials. 

AppareL This is one of the 
best choices for 1 recogniz- ^ XII 
ing team spirit, for 
thanking salespeople 
or reps who hit their 
mark in a sales cam- 
paign. Apparel is 
also a standard gift 
for incentive win- 
ners — a. collared pull- 
over for * the golf 

j course, for instance, or 

! an oversized t-shirt for 
the beach. Using pol 
shirts as an example, I 
popular look is heavy/ 100- 
percent cotton in muted colors; 
the average manufacturer 
price, about $1 5, or 
upwards of $24 for boxy 
"executive" cuts or spe- 
cial styles. 

Ladies' work and Seiko's global take on a 

weekend wear is an- 

other growing market, 
with a number of retailers and mail- 
order companies tapping the cor- 
porate buyer,. On that note, if you want 
to offer n?cipients' individual choice, 
give apparel 'gift certificates that* can 
be redeemed in-stdre, through a* cata- 
logue, or either! 

Books and References. Under this 
heading falls-anything from a motiva- 
tional audiotape series/ to. a national 
bestseller on a shark-infested corpora- 
tion (such as The Force, by David 
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al elory and teamwork that sports 
itJs convey hits the right note with 
salespeople and other corporate play- 
ers, who are out there competing in 
the field of success. 

Electronics. The vast majority of 
Americans are thoroughly ^electroni- 
cally inclined by now, both at home 
and at the office. While there is a vast 



array of larger electronic gifts, 
their higher prices place them 
out of the routine gift-giving i 
range. 

More suitable are the small- 
er, "personal" electronics— 
the palm-of-the-hand de- 
vices that simplify life for 
people on the go.who think 
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Eddie Bauer to your award* progra 

Our absolute commitment to quality, 
customer satisfaction has made us a 
legend WeY* Eddie Bauer A name 
sup^ftlfcShea and service since 11 
d style inspired by 
^brings you the best In 
JwH*r» We offer corporal 

inglnU front men's and 

sportswear td luggage and travel a 
W aJso offer $1f Certificates your c 
^ ' Vl .redeem through our catalogs and a 

Call 1-800-233 

No one fits your Incentive n 
So order your awards kit 



* Time and data management 
is a snap with this palm-sized 
organizer from Panasonic 
months ahead. Gifts for them range 
from voice-activated daily planners 
to automatic check writers to cellular 
phones, and there's always some- 
thing new each year to catch a tech- 
nophile's fancy. 

Fine Ciftware. There are few cate- 
gories more traditional in Susiness 
than fine giftwaro, once known as 
"remembrances and engravables," * 
which says it all. The term is a big 
umbrella: It covers bowls, desk sets, 
frames, ornaments, glassware, table- 
ware, flatware, and more, and 
includes -items which aw typically * 
made of crystal, china, and silver. 

Continuity programs, a specialty in 
fine gjftware, are great ways to settle 
the matter of what to give from year 
to year. People look forward to watch- 
ing a special collection grow. For 
instance, someone who receives a sil- 
ver desk frame one year enjoys receiv- 
ing a matching silver catchall the next, - 
and soon. 

Gift Certificates and Catalogues. 
When you're not sure that one gift 
item will please everyone^in a large 
group of people, consider giving gift 
certificates. They allow the recipient a 
great deal of personal choice ahd they 
are easy to purchase and administer. 
\For business gifts, most certificates , 
are purchased through the special 
• markets divisions : of department 
stores, specialty retailers, mail-order 
catalogue companies, or mail-order 
direct merchants. The range of gifts, of 
course, is limited only by the supplier 
you work with— and there are many 
suppliers out there. 

Gourmet Foods. Ifs hard to go 
wrong with something delicious. 
Steaks, cakes, fruit baskets, nuts— *he 
range of gourmet food items available 
\o the corporate market makes this one 



.148 



fMeNo. 12QoaR*od*rS«rv»cA 



Con) 



Rift Giving 

SELECTING THE RICH I ITEM 

of the most dependable 
2l Gourmet food is easy to order jmd 
cL to send, with mostofjhe Jading 
companies providing speedy dehvery. 
Mostalso offer gift cerates «Hh cat- 
alogues as another gift option. 

^ companies that dont allow 
employees to accept persorud gnUa 
large box of goodies is one way to get 



around the rule, since everyone can 
partake. On the other hand, a delightful 
gift for a special person on your list 
would be enrollment in one of the 
monthly dubs that send a new food, 
dessert, or fruit selection every 30 days. 

One caveat: Don't send perishables 
unless you know for certain that 
someone will be there to receive them. 




Gourmet Food is the Perfect 
Reward For a Job Well Done. 

Arte 
far 
foe 



i. fter working hard. 'you look forward to celebrating with 
family. Mentis, and good food. It's a sign of success. Gourmet 
.jjbod inceutive programs from Pfaelzer Brothers are proven 
motivational tools. VSe have developed successful programs. for 
nearlv 70 wars.. Ami all our products are 
.- 100% guaranteed. You can simply 
implemenj oaf of our stock programs, or 
we .can create a custom one just for you. 
Either wafc, we'll take cart of the man- 
" a*ement "from start to finish. Cell today. 
• » and let us show you the taste of success. 



Pfaelzer 

0 » 9 T H E 1 R* S 



. Incentive Program 

281 VU3rd Street' 
BorrRidge.IL 60521 
1-800*345-9290 



This* is an especially important 
reminder around the Christmas holi- 
days, when so many offices are closed 
and people are away from home. . 

Leather Goods and Luggage. Busi- 
ness takes on a certain elegance when 
excellent leather goods are used. 
Briefcases, portfolios, desk diaries, 
daily organizers, even key fobs and 
business card cases, are all appealing 
gifts. If you want to send a stylish 
impression of your company into the 
field, give leather accessories to your 
own people who are out there meet- 
ing important contacts. 

While there is beautiful luggage 
made of leather, most luggage given 
as business gifts is on the smaller 
side — such as a rolling carry-on or 
garment bag— end made of tough 
synthetic fabrics for durability. An 
appreciative audience would be field 
salespeople, who know better than 
anyone the rigors of frequent travel. 

Writing Instruments. This category 
includes ballpoint pens, fountain 

Bending the 
Rules 

S ome companies forhtd any 
•^change of peraonel gif* 
and you must import the* 
rule (or let yourwlf In for a potto 
rejection letter— or eome not-oo- 
poOfee trouble). Bui If you Ve deter-; 
mined to ex p re ss your goodwill or 
thanks to a customer who works 
for such e oompenyp you mhjhtbe 
able to bend the rule by gMng a 
gtft to a grvupi eay, the cu* lomart 
i support atari or department 
VGroup flHts earth* tn tfw form of 
, ftutt haricot, h oWgyca toorcooide 
assortment a palnttng or ecrt*?*»t . 
i to charts In Ilia yrotlp* 



wfflorth-|ito^eta,«et 
vrfthouVtwy of tffr 
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oens and mechanical pencils- -Th«* 
£eaS, time-tested gifts, given for 
r£ re than a century to show reaped 

S^a\uperior fcrtpoint or fountain 
S Consider first the 

^fw^^orheroffic^and 



of a child's graduation, a favonte team 
winning a championship, even the long- 
awaited delivery of new office furniture 
Then the modest but very thoughtful 
surprise treat of a box of chocolates, for 
example, or a box of fine cigars, will go 
far in conveying your goodwill and 
making a good impression. 
. Do make note of a few trends: am- 



SELECTING THE RIGHT ITEM 

mal figurines designed in dear or col- 
, SS, cfystal. especially bulls, rovers 
dolphins, cats (wild and domestic), 
and fish; and heirloom quajty gift- 
ware and decorative pieces ^com- 
plement an old-fashioned sort of wal- 
Eut^ining-table-with-lace-tableclotn 

style of interior decoration. 

• Do send cut flower arrangement o^ 



**^* liarty and pavia's basket of 
snacks and luscious fruils-perfect • 

foranoafficeB"*- 
decorations. A fine pen , to a personal 
fashion accessory much hke a v^tchor 
piece of jewelry. Giveaways asnle, at the 
Ewer end of the price scale are sets corn- 
SX^raUpointand founts 
J^ apOTM wlir*charucalpencfl. 

Do's and Dm* „ t ' „ 

So, .you've written up ybur list and if 9 
time to decide what ttrgive <™=p™«- 
You have all me afraemehtioned cate- 
gories to choose fiom-snore than 

Soughii*r*ar^kte^^ 
r^toinaJteyourbuy^dec^is. 

vSlteefestflla finer powttoputon 
what litems yoa seta* and now .you 
. See topnWtr^J^a«afe^ 
. .. to consideo both trends and das- 
• jfctips, which can sharpen your good 

'Do take advantage of unusual ocea- 
' valued customos or 
Item (hii occasion 
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U Maxx Is Proud To Announce Its 
Gift Certificate Incentive Program 

As the notion's leading off-pice retailer, 
with over 500 stores coast to coast rj. Maxx 
oftrrs your re.jp.cnts brand name fashions lor 
Lily and hc-i-oll at 20-60% less ,hon 
deportment and spcciolty store regular puces, 
everyday! 

For more information call 

1-800-333-1387 
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(lowering plants to both men and 
women. Flowers an? almost foolproof, 
gifts, being both very pleasant »o 
receive and appropriately priced. Just 
be sure the recipient is at home or m 
his or her office to receive them, since 
they need immediate care, whether 
cut or potted. ■ 
o Don't Rive gifts of wine, liquor, 
decanter and stemware sets, etc., 
unless vou know the recipient drinks, 
or at least serves, alcohol, 
o Don't give very "self-oriented or 
e.wl-oriented merchandise that may 
leave the a-cipient wondering if you 
think her or she netfds some kind of 
improvement. 

k 
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Lovely and tasteful, crystal gift- 
ware includes these contemporary 
collectibles from Waterford. 
o Don't send gifts of insultingly differ-* 
ent value to the same floor of offices or 
. a department, where you could nsk 
injuring someone's feelings or stir up Ul 
will towards you. By the same .token, 
don't try to hold on to gifts you don t 
want for "recycling." You might wind 
unending it back to the same person: 
Ithas.happened. 
i "° Don't customize, on the - other 
hand, a very old, rare, or any other • 
: irreplaceable piece. (This does not 
; include engraving an expensive 
i piece of crystal or silver, since they 
! are not on«f-a-kind.) I" * e 
l tions where this type of gift would be 
i appropriate, typically a retirement, 
' golden anniversary, or in honor of a 
visiting dignitary, the gift should be 
given as a gift. Period. This is no time 
for-prornotion. ■ 
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